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Halal industry is a huge business.  Its significantly contribute to social and economic 
development of one country.  Halal is no longer perceived as important to fulfill 
Muslims’ need but globally accepted due to halal conception itself-‘clean’ and 
‘wholesomeness’.  According to Islam practices, halal comes with ‘toyyiban’ concept 
which mean ‘good’.  Hence, halal products relevant for all of the humankind 
consumption; Muslim and non-Muslim consumers.  In order to effectively formulate 
their marketing strategies in highly competitive market, marketers need to understand 
why consumer prefer halal products.  Thus, this study attempts to understand on how 
predetermined factors (marketing strategies, personal and interpersonal factors) 
influence consumer’s purchase intention of halal packaged food products.  The 
population of this study comprised of consumers from states in northern Malaysia and 
southern part of Thailand.  The study among 760 consumers revealed that predictors 
for intention to purchase is country-specific.  For Muslim-dominant country such as 
Malaysia, halal ingredients, halal accessibility, halal awareness and religiosity 
commitment found significantly affect purchase intention of halal packaged food 
products.  While, for non-Muslim-dominant (minority) such as Thailand, halal logo, 
halal ingredients, halal perceived value, halal accessibility, halal availability, WOM 
influence and halal awareness were significant.  Based on the findings, for Malaysian 
market, personal factors was identified as more influential in stimulating halal purchase 
intention, whereby both marketing strategies and personal factors were relevant for 
Thailand consumers.  Theoretical and managerial implication as well as future direction 
of the study is discussed at the end of the article.                    
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Industri halal merupakan suatu perniagaan yang sangat besar.  Ia menyumbang 
kepada pembangunan sosial dan ekonomi yang signifikan kepada sesuatu negara.  
Halal tidak lagi dianggap penting untuk memenuhi keperluan Muslim semata-mata 
tetapi diterima di peringkat global disebabkan konsep halal itu sendiri – ‘bersih’ and 
‘bermanfaat’.  Menurut amalan Islam, halal dilengkapi dengan konsep ‘toyyiban’ yang 
merujuk kepada ‘terbaik’.  Jesteru itu, produk halal adalah relevan kepada seluruh 
umat manusia; untuk kegunaan Muslim dan bukan Muslim.  Bagi merencana strategi 
pemasaran dengan efektif dalam pasaran yang sangat kompetitif, pemasar memerlukan 
pemahaman ke atas kenapa pengguna memilih produk halal.  Oleh itu, kajian ini cuba 
untuk memahami bagaimana faktor-faktor yang ditetapkan (strategi pemasaran, faktor 
personal dan interpersonal) mempengaruhi niat pembelian produk makanan berpakej 
yang halal.  Populasi kajian ini terdiri daripada pengguna di negeri-negeri utara 
Semenanjung Malaysia dan selatan Thailand.  Kajian dalam kalangan 760 pengguna 
mendedahkan faktor-faktor bagi niat pembelian adalah khusus mengikut negara.  Bagi 
negara yang dominan-Muslim seperti Malaysia, bahan-bahan halal, capaian ke atas 
halal, kesedaran ke atas halal dan komitmen keagamaan didapati mempengaruhi 
secara signifikan niat pembelian produk makanan berpakej yang halal.  Sementara itu, 
bagi negara bukan dominan Muslim (minoriti) seperti Thailand, logo halal, bahan-
bahan halal, tanggapan nilai halal, capaian halal, kebolehdapatan halal, pengaruh 
WOM, dan kesedaran halal adalah signifikan.  Berdasarkan dapatan, bagi pasaran 
Malaysia, faktor peribadi telah dikenalpasti sebagai lebih mempengaruhi dalam 
merangsang niat pembelian halal, manakala kedua-dua strategi pemasaran dan faktor 
personal adalah relevan bagi pengguna Thailand.  Implikasi kepada teori dan 
pengurusan serta halatuju masa hadapan kajian turut dibincangkan di akhir laporan.           
 
Katakunci: Niat membeli produk halal, produk berpakej makanan halal, strategi-
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CHAPTER 1  
RESEARCH OVERVIEW 
 
1.0 Introduction to Chapter 
This chapter starts with the background of the study pertaining halal marketing 
practices in Malaysia and Thailand.  The discussion continues with problem statement, 
research questions and objectives, significant and scope of the study.  Key definition of 
terms that used throughout the report also discussed at the end of this chapter. 
 
1.1   Background of the Study 
 
Halal marketing practices is rapidly growing and gaining worldwide acceptance.  It is 
a huge business that changed overall business landscape in many countries.  Halal 
marketing of products and services may include the totality of supply chain 
management thus tremendously affected various stakeholders start from the ‘point of 
origin’ until the ‘point of consumption’.  Halal marketing practices is well accepted 
because it is now goes beyond the religious concerns due to favorable perception of 
non-Muslim consumers towards healthier and cleanliness goods (Mathew, Amir 
Abdullah & Mohamad Ismail, 2014; Shaari et al., 2019).  The term ‘halal’ is an Arabic 
word which refers to what is permitted or lawful in Islam.   The conception of halal is 
applicable widely in our daily life, not only limited to foods and drinks but covers all 
aspects of Muslim life such as safety, cleanliness, animal welfare, social justice as well 
as sustainable environment (Baharuddin, et al., 2015).  Halal conception also closely 
related to ‘Toyyiban’ which is refer to ‘clean and wholesome’.  Hence, halal products 
is significant and suitable for consumption among consumers of all religions.  
 
Multinationals had acknowledge the halal business opportunity.  It is forecasted that 
global halal market size is set to be around USD 9.17 trillion by 2025.  Such 
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development is contributed from economic development of major Muslim countries 
such as Malaysia, Indonesia, Pakistan, Nigeria, India and Iran.  Besides, Thailand, 
Philippines and China also had heavily invested in halal related operation, research & 
development, and technology to fulfil the halal demand (Adroit Marketing Research, 
2019).  The report by The Borneo Post also indicated that among the major contributor 
for halal market is based on food and beverage spending (USD1.3 trillion) followed by 
clothing and apparel at USD270 billion, media and entertainment at USD209 billion, 
travel & leisure at USD177 billion, and spending on pharmaceuticals and cosmetics at 
USD148 billion.  Malaysia which is Muslim dominant country - with the advantage of 
global reputable halal certification and logo acceptance, is aims to continue to lead the 
halal industry (Tuah, 2019).  Besides, other non-Muslim dominant country such as 
Thailand, halal food market alone worth USD6 billion in 2015, whereby export was 
estimated to account at least half of the total value.  Salaam Gateway (2016) reported 
that Thailand aims to be the fifth largest halal food exporter in 2020.  Besides, around 
4 million Muslim consumers recorded in Thailand in 2015. In addition, numerous 
strategic action were taken by local authority to boost halal demand in Thailand.   
Despite the interesting facts and figures on halal marketing practices, little is known on 
what are the influential factors that lead consumer decision to purchase halal products 
especially for non-Muslim consumers (Ghadikolaei, 2016; Haque et al., 2015).  
Besides, Muslim consumers and halal manufacturers also may not have adequate 
knowledge, awareness and understanding of halal conception (Robin, 2004; Mohamed 
Yunos, Che Mahmood, Abd Mahsor, 2014).  For instance, foods and beverages 
produced by Muslim, not necessarily halal if the ingredients is based on non-halal 
sources or tools that have been contaminated by non-halal products.  Based on the 
importance of halal in today’s business landscape, this study attempts to examine what 
are the influential factors that may influence consumer behavior toward halal packaged 






1.2     Problem Statement 
Previous studies on halal, focus on the development of food standard, halal production 
and supply chain.  As cited by Wan Omar, Rahman and Jie (2015), halal studies 
appeared in halal literatures under various themes such as halal certification, halal 
attributes, halal awareness, information technology adoption, halal integrity, halal food 
supply chain, halal logistics and halal supply chain performance.  These include studies 
on halal ingredients, slaughtering process, food processing and handling (such as 
Awan, Siddiquei, &  Haider, 2015; Abu-Hussin, Johari, Hehsan, & Mohd Nawawi, 
2016; Hajipour, Gharache, Hamidizadeh, & Mohammadian, 2015; Mohd Yusoff, Raja 
Yusof, & Hussin,  2015).  However, limited study has been conducted in the perspective 
of halal marketing.   
Understanding complexity of halal marketing required an in depth understanding of 
stakeholders of halal market especially consumer. Relevant information pertaining 
consumers’ need, requirement and preference towards halal product would enable 
marketers to tackle the market more efficient and effectively.   In social science study 
such as marketing, intention was widely used to predict actual behavior (Damit et al., 
2019; Pratiwi, 2018; Abu-Hussin et al., 2017; Haque et al., 2015; Abdul Khalek, 2014; 
Alam & Sayuti, 2011).   Thus, consumer purchase intention is important to marketers 
to forecast actual behavior to enable marketing strategies to be tailored accordingly to 
targeted segment.  Hence, a number of studies have tried to understand factors 
influencing purchase intention. However, studies that try to understand the phenomena 
of purchase intention of halal products is still limited (Alam & Sayuti, 2011). 
Most studies on purchase intention of halal products focuses on Theory of Planned 
Behavior.  As a results the predictors floating around attitude towards halal, subjective 
norm and perceived behavioral control (such as Bashir et al., 2019; Damit et al., 2019; 
Marmaya, Zakaria & Mohd Desa, 2019; Bakar, Shahwahid & Eksan, 2018; Elseidi, 
2018; Haque et al., 2019; Abu-Hussin et al.,2017; Muhamed et al.,  2017; Suid, Mohd 
Nor & Omar, 2017).  Several other scholars examined the influence of halal awareness, 
halal logo as well as halal certification (Aziz & Chok, 2013; Yunus,  Wan Rashid, Mohd 
Ariffin, & Mohd Rashid, 2014;  Mohd Yusoff et al., 2015) and religiosity (Borzooei & 
Asgari, 2013; Majid, Sabir & Ashraf, 2015).   However, most of these studies are 
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isolated and less comprehensive in nature.  Hence, study which integrates a full set of 
marketing strategies is highly needed and seems relevant in understanding halal 
packaged food product consumption.  Besides, little studies have attempted to compare 
halal packaged food products behavior especially among Muslim-dominant country 
and non-Muslim dominant country (Abu-Hussain et al., 2016).  Hence, this study 
attempts to bridge the gaps by examining marketing strategies and personal factors in 
understanding purchase intention of halal packaged food products among Malaysia and 
Thailand consumers.   
 
1.3 Research Questions and Objectives  
Based on the preceding discussion on problem statement, the following research 
questions are derived to facilitate the research: 
i. does halal marketing strategies (halal logo & certification, halal ingredients, 
halal branding, perceived halal value, halal accessibility, halal availabilit y)  
influence intention to purchase halal product.  
ii.  does personal/interpersonal factors (WOM influence, halal awareness and 
religious belief) influence intention to purchase halal product.  
 
Based on the stated research questions, the research objectives of this study are set as 
follows: 
 
i. to examine the influence of marketing strategies (halal logo & certification, 
halal ingredients, halal branding, perceived halal value, halal accessibility, 
halal availability)  on intention to purchase halal product. 
ii.  to investigate the influence of personal factors (WOM influence, halal 






1.4       Significant of Research 
This study contributes to both theory and practical implication.  Theoretically, this 
study attempts to bridge the research gaps in halal marketing literature on inconsistent 
findings of predictors on intention to purchase halal products.  This study attempts to 
combine marketing stimuli and personal stimuli in understanding consumer’s purchase 
intention to purchase halal products.  More specifically, this study zoom into halal 
packaged food products which will added understanding towards halal packaged food 
industry.  In addition, this study aims to make comparative study between Muslim-
dominant country (Malaysia) and non-Muslim dominant country (Thailand) to provide 
richer information toward preference and consumer behavior towards halal packaged 
food products. 
This study also benefited the practitioners especially halal packaged food products 
manufacturers and all those involved in supply chain of halal packaged food products.  
Understanding of relevant predictors such as perception towards halal logo, branding, 
value, availability and accessibility enable marketers to strategize their marketing 
activities accordingly to influence halal purchase behavior.   
 
1.5    Scope of Research 
This study employed intention to purchase assumption from Theory of Planned 
Behavior to predict actual behavior of halal packaged food product consumption.  
Predetermined predictors include those from marketing stimuli and personal stimuli 
based on the previous literature.  The respondent of the study covers consumers from 
northern region of Malaysia (Kedah, Perlis and Penang) and southern part of Malaysia 
(Yala, Pattani and Naratiwat).  This study only focus on halal packaged food products 







1.6     Definition of Key Terms 
The following key definition of terms is used throughout the report: 
 Intention to buy halal packaged food products 
Defined as a measure of the strength of one’s intention to perform a specific 
behavior or make the decision to buy halal packaged food products. 
 Halal certificate & logo awareness 
The extent to which halal certificate and halal logo is available prior to 
consumer purchase decision. 
 Halal ingredients 
The extent to which consumer’s familiarity with the ingredients and quality, as 
well as the safety of the food contents. 
 Halal branding 
The extent to which consumers’ perception and feelings toward a halal and 
everything about what that contribute to halalness of the product. 
 Halal perceived value 
The extent to which customer’s perception of the tangible and intangible (that 
is, quality) elements of a halal’s products weighed against the sacrifices (that is, 
price, time, etc.) that the customer has to make to obtain halal products. 
 Halal accessibility 
The extent to which consumer’s perception towards product availability and 
ease of accessibility of halal product to the potential consumers. 
 Halal availability 
The extent to which consumer’s perception towards the width and depth of the 





 WOM influence 
The consumer response towards shared information and opinions from others 
that direct buyers toward halal product.  
 Religiosity commitment 
The degree to which a person adheres to his or her religious values, beliefs, and 
practices and uses them in daily living. 
 Halal awareness 
The extents to which consumers having special interest in or experience of 
something and/or being well informed of what is happening at the present time 








CHAPTER 2  
LITERATURE REVIEW 
 
2.0 Introduction to Chapter 
This chapter discusses a review from the literature pertaining halal marketing.  
Specifically, this chapter begins with overview of halal industry in Malaysia and 
Thailand.  The discussion continues with the discussion of Theory of Planned Behavior 
and intention to purchase halal packaged food products.  It is follows by the discussion 
of predictors of intention to purchase halal food products, proposed research framework 
and hypotheses development. 
 
2.1 Overview of Halal Industry in Malaysia and Thailand 
Halal is an Arabic word which refers to ‘lawful’ or ‘permitted’ among Muslim 
consumers.  Halal universally applicable in every aspect of life and not limited to foods 
and drinks.  However, halal conception in this study refers to food products.  In food 
industry, halal conception also may covers the conception of ‘toyyiban’ which is not 
only permissible but also deemed ‘good, pure or wholesome’ (Hassan & Hanif, 2017).  
This is inline as highlighted in the Quran: “Eat of what is on earth, lawful and good” 
(2:168).  In short, halal is synonymous with Muslim but nowadays well accepted among 
non-Muslim consumers (Shaari et al., 2019).    
Malaysia is Muslim-dominant country as compared to Thailand which is dominated by 
Buddhist.  Thus, demand for halal product for both countries slightly differ. However, 
with recent development of halal acceptance worldwide, halal practices in non-Muslim 
country such as Thailand also steadily grown and gained attention from consumers, 
government and manufacturers (http://www.thaihalalfoods.com/EN/situat ion-
2.php?id=13).     
Muslim population in Malaysia is about 16,318,355 (61.3% of overall population) 




According to Malaysian International Food & Beverages Trade Fair (MIFB), the global 
halal industry is expected to grow between USD3 trillion (RM12.21 trillion) and USD4 
trillion (RM16.28 trillion) within the next five years, from the current US$2 trillion 
(RM8.14 trillion) in 2019 (https://mifb.com.my/2019/03/15/malaysia-can-command-
the-halal-industry/).  Malaysia not only produced to cater a local demand but exported 
halal products to major countries such as Singapore, China, Japan and Indonesia with 
the amount of RM43.3 billion (https://www.theedgemarkets.com/article/matrade -
targets-5-growth-halal-exports-2019).  Thailand, besides fulfilling the need of their 
local Muslim minority, the halal products demand also recorded from tourist in 
Thailand.  Surprisingly, Thailand also exported USD35.7 billion in 2018 mostly to 
member countries of Organization of Islamic Cooperation (OIC) 
(https://www.salaamgateway.com/story/thailand-eyeing-more-halal-food-exports-to-
non-muslim-countries).        
Packaged food market is expected to growth at a CAGR 4.5% in 2015-2020, with value 
worth USD3.03 trillion by 2020 (Allied Market Research, 2015).  Packaged foods 
become popular among consumers due to several reasons such as convenience of 
consumption, easy cooking and handling, safety issues, changing lifestyle as well as 
increased health awareness.  Major product categories may include ready meals, baked 
foods, breakfast cereals, soups, baby foods, potato chips, nuts, instant noodles, pasta, 
biscuits, chocolate any many more (Allied Market Research, 2015).  Among the giant 
producers of halal packaged food products in Malaysia includes Nestle, Cadbury, 
Ayamas, Saudi, Dutch Lady, Gardenia, Mamee, Rex and so on while in Thailand, the 
brand such as Mama, Wel-B Snack, CP, Lays, Koh Kae, Potae and many more 
dominated the halal market.               
 
2.2 Theory of Planned Behavior and Intention to Purchase Halal Packaged 
Food Products 
Intention to purchase widely used in understanding consumers’ actual behavior.  Based 
on the Theory of Planned Behavior (TPB) (Ajzen, 1991), one’s behavior and intention 
could be explained by attitude towards behavior, subjective norm and perceived 
behavioral control.  Previous studies (such as Damit et al., 2019; Pratiwi, 2018; Abu-
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Hussin et al., 2017; Haque et al., 2015; Abdul Khalek, 2014; Alam & Sayuti, 2011) 
attempted to understand consumer behavior towards halal consumption through 
application of TPB.    
Review of literatures indicated that most of the past studies employed Theory of 
Planned Behavior in understanding halal purchase intention and behavior.  As a result, 
most discussions and predictors identified were floating around attitude towards halal, 
perceived behavior control and subjective norms.  Table 1 summarized selected most 
recent literatures that employed TPB.   
Table 1:  
Selected recent researches using TPB in halal literature 
No. Author(s) Predictors Context of study Remarks 
1. Bashir et al. (2018) Attitude, subjective 
norm (SN), perceived 
behavioral control 
(PBC), awareness 
 Non-South African 
Muslim in Africa 
 Halal food 
SN and PBC not 
significant 
2. Damit et al. (2019) Attitude towards halal 
food, SN, PBC 
 Non-Muslim 
consumers in Malaysia 





3. Marmaya, Zakaria 
& Mohd Desa 
(2019) 
Attitude, SN, PBC  Gen-Y consumers in 
Malaysia 
 Halal food product 
Attitude 
insignificant 
4.  Bakar, Shahwahid 
& Eksan (2018) 
Attitude, SN, PBC, 
Religiosity 
 Muslim consumers in 
Malaysia 
 Halal food truck 
All significant 
5. Elseidi (2018) Attitude, SN, PBC  Muslim consumers in 
United Kingdom 
 Halal-labelled food 
product 
All significant 
6. Haque et al. (2018) Attitude, SN, PBC, 
religiosity 
 Muslim consumers in 
Malaysia 
 Cosmetic product 
Subjective norm 
insignificant 
7. Abu-Hussin et al. 
(2017) 
Attitude, SN, PBC  Muslim consumers in 
Singapore 
 Food product 
All variables 
significant 
8. Muhamed et al. 
(2017) 
Attitude, SN, PBC  Muslim consumers in 
Malaysia 
 Halal financing 
product 
All significant 
9. Suid, Mohd Nor & 
Omar (2017) 
Attitude, SN, PBC  Muslim travelers in 
Malaysia 







2.3 Predictors of Intention to Purchase Halal Packaged Food Products  
Besides application of TPB predictors, several variables were included in past studies 
to understand consumer purchase intention of halal products.  Table 2 summarized 
selected studies pertaining intention to purchase halal products. 
 
Table 2: 
Selected research using non-TPB predictors towards halal purchase intention  




























































































































































































         
      




 Thailand   / /  x
 / x
 / x
   
      
3. Ali, Xiaoling, 
Sherwani, Ali 
(2018)  
 Halal milk 
brand 
 Pakistan          /  
      




 Malaysia /      / /  / x
 
      
5. Kusumawardh








        / x
 




 Halal food 
products  
 Pakistan 
/  /     x
 
     / /   





 Saudi Arabia 















       
9. Haro (2016)  Halal food 
product 
 Indonesia 
      x
 
       / x
 
 





/ /   /  /   x
 
/       








 /      /  x
 
       
12. Lee et al. 
(2016) 




  /     x
 
 /       / 
Note : / - significant relationship, x – insignificant relationship 
Based on Table 2, it was found that few inconsistent findings of the variables under 
studied.  For instance, the effect of halal logo, religiosity, promotion, halal knowledge, 
awareness, halal/Islamic branding and availability were inconsistent from one study to 
another.  Besides, few predictors such as halal value/price, accessibility and availability 
rarely being studied to understand consumer purchase intention of halal products.  
Hence, this study attempts to bridge the gaps by simultaneously test the effect of 
marketing strategies (such as product related strategy-halal logo/certification, halal 
ingredients, halal branding, pricing related strategy-halal perceived value, and 
distribution related strategy-halal accessibility and halal availability on intention to 
purchase halal packaged foods.  This study also examine personal and interpersonal 
factors such as halal awareness, religiosity commitment and halal-related WOM 
influence.  The following section discusses the relationship of marketing strategies, 






2.3.1 Relationship between halal logo/certification and intention to purchase 
halal packaged food products  
 
Halal logo and certification refers to the extent to which halal certificate and halal logo 
is available prior to consumer purchase decision (Abdul Khalek & Mohd Mokhtar, 
2016).  The study among 108 Muslim consumers in Bandung found that halal certificate 
has a significant positive relationship on intention to purchase instant noodle (Nurcahyo 
& Hudrasyah, 2017).  Based on the finding, halal certification and logo were used as 
indicator for food security and signalling the halalness of the product.  In addition, 
Zakaria et al. (2015) state that halal logo and religious awareness statistically significant 
in influencing consumer to purchase halal food product.  The study was conducted 
among 200 consumers in Terengganu, Malaysia.  The study also indicated the 
interaction effect of trust as mediator in the proposed relationships.  Based on the study, 
the effect of religious knowledge was found to play a stronger roles than halal logo 
itself.  Meanwhile, the study by Hussain et al. (2016) among 282 Pakistan’s consumers 
highlighted that halal logo statistically not significant in influencing consumers’ 
purchase intention.  Due to that, Azam (2016) had attempted to extend the study.  The 
study among 170 respondents of Saudi Arabia on their purchase intention of halal 
packaged food products from non-Muslim manufacturer identified that halal awareness 
and product ingredients were identified as the main predictors.  However, halal logo, 
religious belief and exposure would increase consumers’ awareness towards halal.  The 
study by Abdul Aziz and Chok (2012) in Klang Valley, Malaysia among 226 non-
Muslim respondents highlighted that non-Muslims were aware of halal product and 
consume halal products in their daily life.  The findings also revealed that consumers 
used halal logo/certification as an indicator for food selection.   
 
2.3.2 Relationship between halal ingredients and intention to purchase halal 
packaged food products  
Halal ingredients is refers to the extent to which consumer’s familiarity with the 
ingredients and quality, as well as the safety of the food contents (Azam, 2016).  The 
study among Saudi Arabia consumers showed that intention to purchase halal packaged 
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food product from non-Muslim not only affected by their halal awareness but also 
knowledge on halal ingredients used in the product (Azam, 2016).  This is supported 
by the study of Flamboyant et al. (2017) among 120 respondents in Indonesia revealed 
that halal logo not directly influence intention to purchase halal product.  Besides, 
attention to halal ingredients found to significantly affect consumers’ intention to 
purchase.  It indicates that consumers are now aware and begun to consider the 
importance of information on ingredients of product to be consumed.  In Malaysia, the 
study by Jamari et al. (2014) among 116 consumers in Johor Bahru indicate that product 
ingredients positively and significantly affect Muslim’s purchase intention.  However, 
study of Hussin et al. (2013) discover that ingredients has a strong relationship on 
purchase intention but in negative correlation.  The result implies that the more 
consumer concerned with product ingredients, the lesser their likely to purchase the 
cosmetic product.   
 
2.3.3 Relationship between halal branding and intention to purchase halal 
packaged food products  
Brand commonly known as a product identity.  In branding literature, some consumers 
might have high involvement and engagement with certain product due to the brand 
and they are loyal (Tartaglione, et al., 2019).  In the context of halal product, it is 
postulated that consumers will have higher tendency toward selecting Islamic or halal 
branding as compared to conventional brand especially when the manufacturers are 
non-Muslim (Yunus, Wan Rashid, Mohd Ariffin, & Mohd Rashid (2014).  Alserhan 
(2010) further categorized brands are Islamic when (1) True Islamic Brands; Halal, 
produced in Islamic country and targeted to Muslims, (2) Traditional Islamic Brands; 
assumed to be Halal, originated from Islamic countries and targeted to Muslims, (3) 
Inbound Islamic Brands ; Halal, originate from Islamic countries and not necessarily 
targeted to Muslims, (4) outbound Islamic Brands; Halal, originate from non-Islamic 
countries and not necessarily targeted to Muslims.  Based on the categorization, 
Malaysia and Thailand’s manufacturers had produced several Islamic/halal branding. 
Ya et al. (2017) noted that Islamic/halal branding has been studied in various context 
such as banking sector, education, manufacturing and plantation, and food industry.  
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However, the results remain unclear.  Polas, Jahanshahi and Rahman (2018) stated 
Islamic product characteristic has a positive relationship on Islamic brand loyalty and 
customer retention. Alam and Sayuti (2011) indicate that the usage of halal brand name 
would signal the halal status of the product that would facilitate consumer’s decision.  
Hence, it is postulated the more consumer perceived that the product employed 
Islamic/halal branding, the higher the tendencies to purchase halal packaged food 
products.    
  
2.3.4 Relationship between halal perceived value and intention to purchase halal 
packaged food products  
Halal perceived value refers to the extent to which customer’s perception of the tangible 
and intangible (that is, quality) elements of a halal’s products weighed against the 
sacrifices (that is, price, time, etc.) that the customer has to make to obtain halal 
products.  Based on consumer behavior theory, consumers search for quality when 
purchasing something (Adnan, 2011).  The quality from the conventional perspective 
refers to something that looks good, is durable, made out of high-quality material, etc. 
(Adnan, 2011). In contrast, quality from the Islamic perspective refers to God-given, 
valuable, uncontaminated, nutritious, useful consumable resources whose consumption 
brings about material, moral, and spiritual improvement for the consumer (Adnan, 
2011). Thus it is expected that Muslim consumers are less concerned about the price 
and place higher consideration on quality in making consumption decisions. This 
thought is aligned with the previous study in the context of halal meat purchase. The 
study found that Muslims put authenticity as the first priority followed by quality and 
price in the third place (Ahmed, 2008).  However, past literatures indicate a mixed 
results pertaining halal perceived value and intention to purchase halal products.     
Jamal and Sharifuddin (2015)’s study among 102 British consumer indicated that 
perceived value have a significant relationship on intention to purchase halal-labelled 
product.  The study of Nurhasanah and Hariyani (2017) among 193 consumers in 
Jakarta, Indonesia revealed that perceived value have a positive significant relationship 
on purchase intention of halal product.  The study on perceived value also being 
extended into the context of halal tourism.  Rodrigo and Turnbull (2019) conducted an 
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interview among 21 Sri Lankan Muslim found that Islamic value embedded in Muslim 
tourism product would enhance perceived value of halal holiday.  Kusumawardhini, 
Hijrah Hati and Sri Daryanti (2016) study on 178 women consumers in Indonesia 
toward personal care product revealed that value consciousness has a significant 
relationship on Islamic brand purchase.        
      
2.3.5 Relationship between halal accessibility and intention to purchase halal 
packaged food products  
 
Hassan (2015) found that easy access and availability of halal food among the key 
criteria for Muslim tourist preference to choose halal concept hotel in Malaysia.  This 
is crucial for the non-Muslim country such as Thailand.  Thailand received considerable 
number of Muslim tourist every year thus, the halal product accessibility is crucial.    
Hajipour et al. (2015) study among 194 consumers in Iran towards cosmetic halal 
awareness found that owner of the brands should strategically made the product 
accessible to improve consumer’s knowledge and awareness.  In branding literature, 
awareness is a fundamental to build strong brand (Aaker, 1991).  Bukhari (2018) on his 
review on marketing of halal branding stated that advertising exposure, quality, 
religiosity, mental norm, trust, credibility of halal logo/certification, purity and 
accessibility of halal are crucial to improve halal branding.     
 
2.3.6 Relationship between halal availability and intention to purchase halal 
packaged food products  
Kamaruzaman (2008), Abdul Aziz et al. (2010) stressed that product availability among 
the main reason Muslim consumers are willing to purchase halal cosmetic and personal 
care.  Rahim, Shafii and Shahwan (2013) study on Muslim awareness and perception 
of non-food product among 236 government servant in Malaysia indicate that halal 
information, halal on media, halal-related program and availability influenced halal 
awareness.  Henderson (2016) explore halal tourism in Malaysia and Singapore and 
suggested that action towards promoting the availability of halal product is imperative 
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to strengthen halal tourism in both countries.  Similarly, Abdul Khalek & Syed Ismail 
(2015) proposed that availability and variety of halal merchandise need an adequate 
attention and action from authority to boost halal food consumption especially among 
Generation Y in Malaysia.  Besides, the authors also suggested to incorporate halal 
knowledge and awareness syllabus at the school level to promote the right 
understanding of halal product.  Meanwhile, a study by Ansari and Mohammed (2015) 
among consumers in Pakistan on halal personal care revealed that perceived availability 
and awareness do not significantly affect consumer’s perception and decision towards 
halal personal care. 
 
2.3.7 Relationship between WOM influence and intention to purchase halal 
packaged food products  
In marketing literature, it has been proven that word-of-mouth (WOM) advertising 
plays a crucial roles in affecting consumer’s attitude and behavior.  WOM is 
easily/voluntarily accepted and disseminated in the social context due to more 
credibility and reliability of the message.  Pool and Najafabadi (2015) pointed that 
WOM advertising affect the purchase intention of Halal brand among foreign tourist in 
Isfahan.  Meanwhile the study by Arinilhaq (2017) in Yogjakarta among 139 Muslim 
consumers revealed that halal marketing WOM has insignificant direct relationship on 
halal fast food purchase intention.    WOM also being replicated in the context of social 
media influence.  For instance, Khalisa and Kesuma (2018) attempted to examine on 
how e-wom such as Instagram influence recommendation for halal culinary tour in 
Indonesia.  The result indicates e-WOM has a significant relationship on halal purchase 
intention. Similarly, Putri and Abdinagoro (2018) examine does  halal cosmetic blogger 
involvement would influence purchase intention most.  The study among 100 Muslim 
respondents in Indonesia revealed that blogger influence did not play a strongest 
influence on purchase of halal cosmetic.  Halal logo identified as a strongest indicator 
for halal purchase intention.  Hence, based on the inconsistent findings, it is postulated 
that WOM influence has a significant relationship on intention to purchase halal 




2.3.8 Relationship between halal awareness and intention to purchase halal 
packaged food products  
Halal awareness refers to the extents to which consumers having special interest in or 
experience of something and/or being well informed of what is happening at the present 
time with regard to halal foods, drinks and products (Azam, 2016).  Malik et al. (2013) 
highlighted that awareness is a result of consumer familiar about the availability and 
accessibility of the company’s product or service.  Halal accessibility is refers to the 
extent to which consumer’s perception towards product availability and ease of 
accessibility of halal product to the potential consumers (Awan et al., 2015).  
Meanwhile, halal merchandise availability refers to the extent to which consumer’s 
perception towards the width and depth of the halal product assortment offered by the 
resellers (Aspfor, 2010, and Cho & Park, 2001).  
 
Ambali and Bakar (2014) indicated that halal awareness is triggered from four major 
sources namely; religious belief, halal certification, exposure and health reason.  The 
study among 210 Muslims in Shah Alam, Malaysia revealed that all the four proposed 
sources of awareness statistically significant.  Yasid, Farhan and Andriansyah (2016) 
study among 234 consumers in Indonesia highlighted religious belief, self-identity and 
media exposure as determinant for halal awareness.   
Based on literature, it is also acknowledged that halal awareness plays an imperative 
role towards consumers’ willingness and preference to consume halal food product.  
For instance, the recent study of Nurhayati and Hendar (2019) attempt to examine the 
effect of intrinsic religiosity and knowledge of halal product on awareness and purchase 
intention of halal product in Indonesia.  All the hypothesized relationship found 
significant.  Similarly, the study of Bashir (2019), Bashir et al. (2019), Basri and 
Kurniawati (2019), Devi and Firmansyah (2019), Setiawati, Chairy and Syahrivar 
(2019) and Haque et al. (2019) also recorded the significant influence of halal 
awareness on halal purchase intention.  Literature also recorded on insignificant 
findings of relationship between halal awareness and halal purchase intention.  This is 
observed from the findings of past studies such as Damit et al. (2018), Pratiwi (2018) 
and Khan, Asad and Mehboob (2017).   
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2.3.9 Relationship between religiosity commitment and intention to purchase 
halal packaged food products 
Recent study by Al-Kwifi, Abu Farha and Ahmed (2019) using a neurological 
marketing approach stated that marketing managers targeting Muslim markets should 
consider the sensitivity of presenting products in ways that reflect religious principles, 
in order to gain higher acceptance in this market segment.   
 
The study from halal cosmetic in Jakarta by Briliana and Noviana (2016) among 200 
consumers indicate that religiosity was found to positively impact on attitude towards 
halal cosmetic.   Moreover, this finding is similar to the results of the Bonne et al., 
(2007, 2009) studies, who found that religiosity has a positive influence on intention to 
buy halal meat.   However, the study by Kusumawardhini et al. (2016) found that 
religiosity has no significant relationship on Islamic brand purchase intention.  Hence, 
based on the mixed results, this study attempts to examine the relationship on religios ity 
commitment on purchase intention of halal packaged food products.   
 
2.4 Proposed Research Framework 
Based on the preceding discussion, the following Figure 1 present the research 







































Research Framework  
 
 
2.5 Hypothesis Development 
Based on the preceding discussion on literature review and proposed research 
framework, the following hypotheses are proposed: 
H1:  Halal logo has a significant relationship on intention to purchase halal 
packaged food products among Malaysia/Thailand consumers. 
H2:  Halal ingredients has a significant relationship on intention to purchase 
halal packaged food products among Malaysia/Thailand consumers.  
H3:  Halal branding has a significant relationship on intention to purchase halal 
packaged food products among Malaysia/Thailand consumers. 
Halal logo & certification 
Halal ingredients 
Halal Branding 
Halal perceived value  
Halal accessibil ity 
Halal availabil ity 
WOM Influence  
Halal awareness 
Religiosity commitment 




H4:  Halal perceived value has a significant relationship on intention to purchase 
halal packaged food products among Malaysia/Thailand consumers.  
H5:  Halal accessibility has a significant relationship on intention to purchase 
halal packaged food products among Malaysia/Thailand consumers. 
H6:  Halal availability has a significant relationship on intention to purchase 
halal packaged food products among Malaysia/Thailand consumers. 
H7:  WOM influence has a significant relationship on intention to purchase halal 
packaged food products among Malaysia/Thailand consumers. 
H8: Religiosity commitment has a significant relationship on intention to 
purchase halal packaged food products among Malaysia/Thailand 
consumers. 
H9:  Halal awareness has a significant relationship on intention to purchase halal 
packaged food products among Malaysia/Thailand consumers. 
 
2.6 Chapter Summary 
This chapter reviews past literatures pertaining the proposed relationship on intention 
to purchase halal packaged food products.  Based on the review, few inconsistent and 
mixed findings were observed thus lead to the proposed hypothesis of this study.  In 
this study, based on the literature, nine direct hypotheses were put forward in 
understanding Malaysia and Thailand consumers’ purchase intention of halal packaged 




CHAPTER 3  
RESEARCH METHODOLOGY 
 
3.0 Introduction to Chapter 
This chapter starts with the discussion of relevant research design that underlying 
overall methodology of the study.  It is follows by the discussion of population and 
sample, sampling design and procedures, instrument development, data collection 
procedures and data analysis. 
 
3.1 Research Design 
Research design is a backbone of the research that explains all the elements of the 
research (Trochim, 2006).  Its includes the structure of the research ranging from 
research types, research approaches, population and sample, sampling and sample size, 
measures and methods used by the research to address the research questions.  This 
study attempts to examine relationship of halal logo, halal ingredients, halal branding, 
halal perceived value, halal accessibility, halal availability, WOM influence, halal 
awareness and religiosity commitment on intention to purchase halal packaged food 
products in Malaysia and Thailand.  According to Salkin (2006), this kind of study is 
correlational in nature.  This study aims to investigate the proposed relationships by 
using quantitative approach.  Besides, this study is based on cross-sectional study in 
which all the data of the study were collected once based on non-contrived setting.  
According to Cherry (2013) a cross- sectional approach helps researchers to make 
inferences about possible relationships or to gather preliminary data to support further 
research and experimentation. 
 
3.2 Population and Sample  
The target population of this study was individual consumers (Muslim and non-
Muslim) in northern region of Malaysia (Kedah, Perlis, Penang) and southern part of 
Thailand (Yala, Pattani, Naratiwat).  The reason of selecting the states and regions due 
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to availability and accessibility of halal packaged food products in both locations.  At 
the moment, the population number of consumers in both countries are unknown.   
However, based on the Muslim population in both countries, the total is exceeding 
1,000,000 people.  According to Krejcie and Morgan (1970), an adequate sample 
number for population exceeding 1,000,000 is 384.  Meanwhile, Hair et al. (2010) 
suggest that the minimum sample size is 100 when considering models containing five 
or fewer constructs, each with more than three items with high item communalities (0.6 
or higher); 150 when models contain seven or fewer constructs and modest 
communalities (0.5); 300 when models contain seven or fewer constructs and low 
communalities (0.45), and/or multiple under identified (fewer than three items) 
constructs; and 500 when models contain a large number of constructs, some with lower 
communalities, and/or having fewer than three measured items.   
 
This study follows the suggestion of Hair et al. (2010).  This study consist of nine 
predictors towards intention to purchase halal product with all the variables with more 
than three items.  Hence, adequate sample size should be 500.  Considering low 
response rate of survey study, this study distributed 400 questionnaires for Malaysia 
and Thailand.      
 
 
3.3 Sampling Design and Procedures  
This study employed a mall-intercept approach for data collection.  This is convenience 
study in nature.  This is because, according to Lavrakas (2008) mall intercept is widely 
used in market research to understand consumer behavior.  Besides, as no systematic 
number of population available for halal packaged food product, convenience study 
approach found as the best option at hand.  However, in order to reduce the bias, 
systematic sampling, i.e. every 5th consumers who are leaving the mall were 
approached.  Major hypermarkets and supermarkets such as Tesco, Mydin, AeonBig, 
Tesco Lotus, and Big C were selected.  The duration of the survey is four months (June 
to September, 2019).  To reduce the limitation of convenience study, the survey was 
scheduled in the morning, afternoon and evening operation of the malls and multiple 
locations to improve variability in the population (Lavrakas, 2008).      
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3.4 Instrument Development 
For the purpose of the study, research instrument namely questionnaire was developed.  
The questionnaire consists of three major sections, namely; Section A-demographic, 
Section B- consumer perception of halal product, and Section C- questions pertaining 
variables under study.  Most of the questions in Section A were nominal/dichotomous 
questions and for section B and C were based on interval scale.   
The questionnaire was first developed in English which then translated in Bahasa 
Melayu and Thai language through ‘modified direct translation techniques’ following 
Geisinger (1994) and assisted by language expert from Universiti Utara Malaysia and 
Khon Kaen University.        
 
3.5 Measurement Items 
For the purpose of the study, interval scale using 7-point Likert scale (1-strongly 
disagree and 7-strongly agree) was used in Section B and Section C.  Most of the 
questions in Section C (pertaining variables under study) were adapted from the past 
literature.  The following Table 3 summarized operationalized definition for each 
variable, measurement items for each variable, number of items involved for each 
variables and source of measurement items.   
   
Table 3: 
Operational Definition and Measurement Items 
Operational 
definition  
Statements  No. of 
items  
Source(s) 
Halal certificate & 
logo awareness 
The extent to which 
halal certificate and 
halal logo is available 
prior to consumer 
purchase decision. 
Halal certification is important for me.  7 Abdul Khalek 
& Mohd 
Mokhtar (2016) 
I trust halal certification which ensures that 
the packaged food products is halal.  
I look at halal certification before I purchase 
the packaged food products. 
I will not buy packaged food products 
which does not have any halal certification. 
I dine only in halal certified food outlets. 
I check for halal certification before I 
purchase any packaged food products. 
I trust only the Malaysian/Thailand 
department of Islamic development 




The extent to which 
consumer’s familiarity 
with the ingredients 
and quality, as well as 
the safety of the food 
contents. 
 
Familiarities of packaged food product 
ingredients influence my purchase intention. 
5 Azam (2016) 
Information about packaged food products 
ingredient is very important. 
A complex terminology used in describing 
packaged food product ingredients is 
difficult to understand.  
Unfamiliar ingredients create suspicious in 
term of “halalness” 
Packaged food product ingredients reflect 
the safety and quality of halal packaged 
food product. 
Halal branding 
The extent to which 
consumers’ perception 
and feelings toward a 
halal and everything 
about what that 
contribute to halalness 







Brand is a vital element for halal packaged 
food products. 
6 Azam (2016) 
I purchase halal packaged food products 
based on the brand. 
I purchase halal packaged food products 
even though not familiar with the brand. 
I am considering Islamic element physically 
and emotionally associated to customer. 
Islamic brand influence confidence in 
buying and consuming halal packaged food 
products.  
Islamic brand sufficient enough to indicate 
the “halalness” of the halal packaged food 
products 
Perceived halal value 
The extent to which 
customer’s  
perception of the 
tangible and intangible 
(that is, quality) 
elements of a halal 
products weighed 
against the sacrifices 
(that is, price, time, 
etc.) that the customer 
has to make to obtain 
halal products. 
 
Halal packaged food products are 
economically cost-effective. 
8 Hanzaee & 
Norouzi (2012) 
Halal packaged food products are not of 
much benefit to me.  
Halal packaged food products are of good 
quality.  
Function of Halal packaged food products 
are not according to my expectations. 
Halal packaged food products does not meet 
my needs.  
Buying halal packaged food products are so 
costly.  
Halal packaged food products has not 
satisfied me.  
Price of halal packaged food products are 
not fair. 
Halal accessibility 
The extent to which 
consumer’s perception 
towards product 
availability and ease 
of accessibility of 




I would give priority to Halal packaged 
food products.  
4 Awan et al. 
(2015) 
I have a lot of choice for Halal packaged 
food products in my country. 
I found that halal packaged food products 
are easily available in the market of my 
country. 
I am willing to put considerable effort in 
obtaining Halal package food products. 
Halal availability 
The extent to which 
consumer’s perception 
towards the width and 
depth of the halal 
product assortment 
The halal packaged food product range 
meet your expectations. 
4 Aspfors (2010), 
Cho & Park 
(2001) There are enough halal packaged food 
products to choose from. 
There are enough halal packaged food 
products within each product line (e.g. the 
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offered by the 
resellers.  
 
products are available in a sufficient 
number of sizes and colors) .  
New halal packaged food products are 
frequently presented. 




and opinions from 
others that direct 
buyers toward halal 
product.  
 
Words of friends and families has an impact 
on my intention to purchase halal packaged 
food products.   
3 Zarei & Kazemi 
(2014) 
Recommender’s credit has impact on my 
intention to purchase halal packaged food 
products.   . 
Good words of others is effective in my 




The degree to which a 
person adheres to his 
or her religious values, 
beliefs, and practices 
and uses them in daily 
living. 
I often read books and magazines about my 
faith.  
10 Worthington et 
al. (2003) 
I make financial contributions to my 
religious organization. 
I spend time trying to grow in 
understanding of my faith. 
Religion is especially important to me 
because it answers many questions about 
the meaning of life.  
My religious beliefs lie behind my whole 
approach to life. 
I enjoy spending time with others of my 
religious affiliation.  
Religious beliefs influence all my dealings 
in life.  
It is important to me to spend periods of 
time in private religious thought and 
reflection. 
I enjoy working in the activities of my 
religious organization. 
I keep well informed about my local 




The extents to which 
consumers having 
special interest in or 
experience of 
something and/or 
being well informed of 
what is happening at 
the present time with 




I am aware of “halalness” of halal packaged 
food products. 
4 Azam (2016) 
I am aware on halal due to religious 
obligation. 
I am concern on hygiene and food safety.  
I am aware of halal packaged food products 
from non-Muslim manufacturers. 
Intention to buy 
halal packaged food 
products 
Defined as a measure 
of the strength of 
one’s intention to 
Choosing halal packaged food products is a 
good idea. 
6 Abdul Aziz & 
Chok (2013) 
My friends also think that I should choose 
halal packaged food products. 
Most people who are important to me 
choose halal packaged food products. 
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perform a specific 
behavior or make the 
decision to buy halal 
packaged food 
products. 
My family members prefer halal packaged 
food products. 
I like to choose halal packaged food 
products. 
I will recommend friends to purchase halal 
packaged food products. 
 
 
3.6 Data Analysis Techniques 
The data analyses involved both descriptive and inferential statistics to report the 
respondent’s profile and answer the proposed relationships in this study.   
3.6.1 Descriptive Analysis 
Descriptive analyses, such as frequencies, mean, median, and standard deviation, were 
used to describe the characteristics of the sample of the study. Such analyses were also 
run to identify any violation of assumptions related to the statistical techniques used in 
this study especially factor analysis and multiple regression.   
3.6.2 Factor Analysis 
In order to assess the goodness of measures of the instruments used, both validity and 
reliability tests were conducted.  To test the validity of the instrument, construct validity 
through factor analyses was carried out.   In particular, factor analysis was run to 
analyze the structure of the interrelationships among a large number of variables by 
defining a set of variables that are highly interrelated, which are commonly referred to 
as factors (Hair, Black, Babin, Anderson & Tatham, 2006).  These identified factors are 
assumed to signify the dimensions within the data.  There are two common approaches 
to factor analysis, namely, (1) exploratory factor analysis (EFA), and (2) confirmatory 
factor analysis (CFA).  EFA is a variable reduction technique which identifies the 
number of latent constructs and the underlying factor structure of a set of a variable 
(Child, 1990).  On the other hand, CFA is a statistical technique used to verify the factor 




Numerous scholars have identified several assumptions of factor analysis on conceptual 
and statistical grounds (e.g. Hair et al., 2006; Tabachnick & Fidell, 2013). The 
assumptions are as follows:  
1) Conceptual issues and Sample Size 
 Hair et al. (2006) suggested that there is a need for a strong conceptual 
foundation that a structure does exist before proceeding with the factor 
analysis.  In this study, the conceptual model was developed based on 
the extensive literature review.   
 Tabachnick and Fidell (2013) suggested that 300 cases are good enough 
for factor analysis.  However, they further argue that it is still tolerated 
even if a few mutually exclusive factors with strong and reliable 
correlations emerge from the analysis.  In addition, a few scholars have 
recommended that the ratio of subject to items should be used as a 
guideline to determine an adequate sample size for factor analysis to be 
run.  For instance, Nunnally (1978, as cited by Pallant, 2001) suggested 
that 10 cases for each item are acceptable.   
2) Statistical issues 
 Hair et al. (2006) indicate that Barlett’s test of sphericity should be 
significant (p < .05).  In addition, Tabachnick and Fidell (2013) 
suggested that Barlett’s test of sphericity should be large and significant 
(sig. < .001). 
 Measure of sampling adequacy (MSA) must exceed .50 for both overall 
test and each individual variable.  Values less than .50 should be omitted 
from the factor analysis (Hair et al., 2006).  In addition, according to 
Floyd and Widaman (1995), the difference in value between one factor 
and another factor should be at least .01 to avoid cross loading.  Thus, 
cross loading factor is also suggested to be omitted from the factor 
analysis.      
 Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy should be 
greater than .60 (Tabachnick & Fidell, 2013). 





3.6.3 Reliability Test 
Reliability is to check the internal consistency and/or stability of the instrument used.  
For the purpose of the study, the inter-item consistency of all factors under study was 
examined.  The reliability coefficient of Cronbach’s alpha was used in this study 
specifically to assess the consistency of the scale.  According to Hair et al. (2006), the 
Cronbach’s alpha value should be at least .60 for exploratory study, but .70 is 
considered better.  However, Kline (1998) suggested that alpha value of .50 is still 
considered acceptable but a value less than .50 is very poor and unacceptable.  George 
and Mallery (2003) provide a rule of thumb to assess the internal consistency of the 
instrument, as shown Table 3.10, which was followed by the present study.   
 
Table 4 
Rules of Thumb for Internal Consistency 








Source: George and Mallery (2003)  
3.6.4 Correlation Analysis 
Correlation analysis is run to determine the strength of the association and the direction 
of a linear relationship amongst the variables under study.  In this study, correlation 
analysis was conducted to test the relationship between all the variables.  According to 
Cohen (1988), the range and strength of the correlation’s coefficient can be discerned 
from the following rule of thumb, as shown in Table 3.11. 
Table 5 
Correlation Coefficient Range and Strength of Relationship  
Coefficient Range Strength of Association 
+ .10 to + .29 Small 
+ .30 to + .49 Medium 
+ .50 to + 1.0 Large 




In this study, Pearson’s Product-Moment Correlation (PPMC) was used.  PPMC is most 
appropriate procedure in describing the strength and direction of the relationship of the 
variables under study because most of the scales used to measure the variables are 
interval in nature (Pallant, 2001). 
 
3.6.5 Multiple Regression Analysis 
Hair et al. (2006) assert that four assumptions must be met before conducting multiple 
regressions analysis.  These assumptions are (1) normality, (2) linearity, (3) 
homoscedasticity, and (4) independence of error term.  In addition, Pallant (2001) also 
suggested that a minimum sample size should meet the minimum ratio 5:1, i.e. five 
observations per variable.  Multicollinearity issues also must be addressed before 
conducting regression analysis.  How these assumptions were checked is discussed in 
the next chapter.   
 
A multiple regression analysis is also very sensitive to ‘outliers’.  According to Hair et 
al. (2006, p. 73), outliers refer to “an observation with a unique combination of 
characteristics identifiable as distinctly different from the other observations”.  Usually, 
these unique combinations are commonly associated with ‘extremely high’ or 
‘extremely low’ value on a variable that could be problematic for further data analysis.  
In this study, case wise diagnostic from SPSS program was done to identify the outliers. 
Pallant (2001) suggested that outliers should be removed from the data set to increase 
the accuracy of the estimation.     
 
3.7 Chapter Summary 
This chapter discusses the research design on how this research was carried out.  The 
population and sample was determined accordingly to understand the phenomena at 
hand.  Besides, sampling techniques also was discussed.  Most measurements were 




FINDINGS OF THE STUDY 
4.0 Introduction to Chapter 
This chapter discusses the major findings of the study.  The discussion begins with 
report of response rate, data screening and cleaning, respondent’s profile, and major 
hypothesis testing result.   
 
4.1 Response Rate  
After the duration of three months, 345 response were gained from Malaysia while 300 
response received from Thailand.  The researchers decided to distribute another 200 
questionnaires in Thailand as too many data from Muslim consumers.  As a result, 
another 183 questionnaires were returned from Thailand.  In short, by the mid of 
September 2019, a total 828 response were gained which 345 from Malaysia and 483 
from Thailand.  Hence, the response rate is around 82.8% [760/(400+400+200)].  The 
higher rate is due to researchers’ effort to wait and collect the questionnaire right after 
the respondent’s completed the questionnaire.      
 
4.2 Data Screening and Cleaning 
Data cleaning was done to drop incompleted or damaged questionnaires before further 
proceed with data analysis.  A missing value check recorded that 71 questionnaires were 
rejected due to such issues.  Another 3 were deleted due to outliers issue resulting the 
final usable data 760 (301 for Malaysia and 459 for Thailand). 
 
4.3 Respondent’s Profiles  
The following Table 6 summarized the respondent’s profile of the study.  The data 











N %  N %  
1. Gender 
       Male 




















        Less than 20 years 
        21 to 30 years 
        31 to 40 years 
        41 to 50 years 
        51 to 60 











































3. Ethnicity  
       Malay 
       Chinese 
       Indian 
































       Islam 
       Buddha 
       Hindu 
































5. Employment        
        Public sector 
       Private sector 
       Self-employed 

























6 Monthly income       
       Less than RM1000 
RM1001 to RM2000 
RM2001 to RM3000 
RM3001 to RM4000 
RM4001 to RM5000 
More than RM5000 













 Less than THB10,000 
THB10001 to THB20000 
THB20001 to THB30000 
THB30001 to THB40000 
THB40001 to THB50000 
More than THB50000 













Majority of the respondents were female.  Most of the respondent’s aged below 20 years 
old followed by 21 to 30 years old for both countries.  Almost 70% of the respondents 
were Muslim and the remaining is either Buddhist, Hindu and Christian.  About 71.1% 
of the Malaysian worked with private sectors while for Thai, the majority of them were 
students (54.3%).  In term of income, majority of Malaysian sample earned between 
RM1001 to RM2000 while Thai below THB10,000.   
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4.4 Reliability Test 
 
Both validity and reliability was assessed through factor analysis.  Based on the findings 
and guideline discussed earlier in chapter 3, all the requirements were met thus 
suggesting all the measures were valid and reliable.  In short, Cronbach alpha for each 
variables and MSA values as presented in the following Table 7 until Table 16.  
Cronbach alpha values ranging from 0.858 to 0.979 (which indicate good and excellent 
measurement).    
 
Table 7 
Factor Analysis for Halal Logo 
No. Items Loading Reliability 
HC1 Halal certification is important for me.  .908 .959 
HC2 I trust halal certification which ensures that the 
packaged food products is halal.  
.910  
HC3 I look at halal certification before I purchase the 
packaged food products. 
.938  
HC4 I will not buy packaged food products which does 
not have any halal certification. 
.874  
HC5 I dine only in halal certified food outlets. .878  
HC6 I check for halal certification before I purchase 
any packaged food products. 
.920  
HC7 I trust only the Malaysian/Thailand department of 
Islamic development organization’s halal 
certification. 
.826  
 KMO .915  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
5851.856  
                                                 Df 21  




Factor Analysis for Halal Ingredients 
 
No. Items Loading Reliability 
HI1 Familiarities of packaged food product ingredients 
influence my purchase intention. 
.919 .930 
HI2 Information about packaged food products 




HI3 A complex terminology used in describing 
packaged food product ingredients is difficult to 
understand.  
.688  
HI4 Unfamiliar ingredients create suspicious in term of 
“halalness” 
.924  
HI5 Packaged food product ingredients reflect the safety 
and quality of halal packaged food product. 
.912  
 KMO .856  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
3468.170  
                                                 Df 10  
                                                 Sig. .000  
 
Table 9 
Factor Analysis for Halal Branding 
 
No. Items Loading Reliability 
HB1 Brand is a vital element for halal packaged food 
products 
.701 .879 
HB2 I purchase halal packaged food products based on 
the brand. 
.818  
HB3 I purchase halal packaged food products even 
though not familiar with the brand. 
.727  
HB4 I am considering Islamic element physically and 
emotionally associated to customer. 
.890  
HB5 Islamic brand influence confidence in buying and 
consuming halal packaged food products.  
.856  
HB6 Islamic brand sufficient enough to indicate the 
“halalness” of the halal packaged food products. 
.738  
 KMO .823  
 Barlett’s Test of Sphericity:    




                                                 Df 36  
                                                 Sig. 0.000  
 
Table 10 
Factor Analysis for Halal Perceived Value 
No. Items Loading Reliability 
HP1 Halal packaged food products are economically 
cost-effective. 
.919 .873 
HP2 Halal packaged food products are not of much 
benefit to me.  
.914  
HP3 Halal packaged food products are of good quality.  .893  
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HP4 Function of Halal packaged food products are not 
according to my expectations. 
.913  
HP5 Halal packaged food products does not meet my 
needs.  
.913  
HP6 Buying halal packaged food products are so costly. .743  
HP7 Halal packaged food products has not satisfied me.  .922  
HP8 Price of halal packaged food products are not fair. .795  
 KMO .826  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
5459.741  
                                                 Df 28  
                                                 Sig. .000  
 
Table 11 
Factor Analysis for Halal Accessibility 
No. Items Loading Reliability  
HA1 I would give priority to Halal packaged food 
products.  
.629 .858 
HA2 I have a lot of choice for Halal packaged food 
products in my country. 
.881  
HA3 I found that halal packaged food products are easily 
available in the market of my country. 
.889  
HA4 I am willing to put considerable effort in obtaining 
Halal package food products. 
.929  
 KMO .716  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
1933.777  
                                                 Df 6  
                                                 Sig. .000  
 
Table 12 
Factor Analysis for Halal Availability 
No. Items Loading Reliability 
HM1 The halal packaged food product range meet your 
expectations. 
.916 .942 
HM2 There are enough halal packaged food products to 
choose from. 
.944  
HM3 There are enough halal packaged food products 
within each product line (e.g. the products are 
available in a sufficient number of sizes and colors)   
.934  
HM4 New halal packaged food products are frequently 
presented. 
.890  
 KMO .835  
 Barlett’s Test of Sphericity:    2835.099  
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                                                Chi-Square 
                                                 Df 6  
                                                 Sig. .000  
Table 13 
Factor Analysis for WOM influence 
No. Items Loading Reliability 
WM1 Words of friends and families has an impact on my 
intention to purchase halal packaged food products.   
.927 .938 
WM2 Recommender’s credit has impact on my intention 
to purchase halal packaged food products.    
.963  
WM3 Good words of others is effective in my purchase 
intention of halal packaged food products.    
.933  
 KMO .736  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
1990.165  
                                                 Df 3  
                                                 Sig. .000  
 
Table 14 
Factor Analysis for Religiosity Commitment  
No. Items Loading Reliability 
R1 I often read books and magazines about my faith.  .788 .911 
R2 I make financial contributions to my religious 
organization. 
.804  
R3 I spend time trying to grow in understanding of my 
faith. 
.792  
R4 Religion is especially important to me because it 
answers many questions about the meaning of life.  
.753  
R5 My religious beliefs lie behind my whole approach 
to life. 
.858  
R7 Religious beliefs influence all my dealings in life.  .866  
R8 It is important to me to spend periods of time in 
private religious thought and reflection. 
.835  
R9 
I enjoy working in the activities of my religious 
organization. .600  
R10 I keep well informed about my local religious group 




 KMO .860  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
4297.155  
                                                 Df 36  
                                                 Sig. .000  
 
Table 15 
Factor Analysis for Halal Awareness 
No. Items Loading Reliability 
HAW1 I am aware of “halalness” of halal packaged food 
products. 
.944 .942 
HAW2 I am aware on halal due to religious obligation. .950  
HAW3 I am concern on hygiene and food safety.  .928  
HAW4 I am aware of halal packaged food products from 
non-Muslim manufacturers. 
.898  
 KMO .844  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
3114.350  
                                                 Df 6  




Factor Analysis for Intention to Purchase Halal Packaged Food Product  
No. Items Loading Reliability 
ITP1 Choosing halal packaged food products is a good 
idea. 
.937 .979 
ITP2 My friends also think that I should choose halal 
packaged food products. 
.952  
ITP3 Most people who are important to me choose halal 
packaged food products. 
.941  
ITP4 My family members prefer halal packaged food 
products. 
.961  
ITP5 I like to choose halal packaged food products. .959  
ITP6 I will recommend friends to purchase halal 
packaged food products. 
.959  
 KMO .932  
 Barlett’s Test of Sphericity:    
                                                Chi-Square 
7096.137  
                                                 Df 15  
                                                 Sig. .000  
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4.5 Correlation Analysis  
 
Correlation explains the strength of the association and direction of the linear 
relationship amongst the variables.  Based on Table 17, All the variables have a positive 
significant correlation to intention to purchase halal packaged food products.  Based on 
the result, the strongest relationship was between halal ingredients and intention to 
purchase (r=.0873) while the weakest relationship was observed from halal perceived 
value and intention to purchase (r=.082).  Overall, according to Cohen (1988) guideline, 
correlation strength between variables can be grouped as small (halal perceived value), 
medium (religiosity commitment) and large (halal logo, halal ingredients, halal brand, 
halal accessibility, halal availability, WOM, and halal awareness).      
 
Table 17 
Correlations of the Major Variables  
1  2  3  4  5  6  7  8  9  10  
1(HC) 1  
         
2(HI) .873 1  
        
3(HB) .747 .726 1  
       
4(HP) .082 .052 .311 1  
      
5(HA) .553 .552 .336 -.341 1  
     
6(HM) .760 .719 .665 .113 .498 1  
    
7(WOM) .676 .668 .587 .224 .390 .749 1  
   
8(R) .452 .444 .281 -.071 .413 .431 .411 1  
  
9(HAW) .847 .822 .676 .007 .598 .772 .673 .560 1  
 
10(ITP) .869 .873 .677 .014 .578 .763 .684 .512 .881 1  
 
Note: ** Correlation is significant at the 0.01 level (2-tailed); *   Correlation is significant at the 0.05 
level (2-tailed)  
HC- Halal logo;  HI- Halal  ingredients; HB- halal branding; HP – Halal perceived value; HA – halal 
accessibility;  HM – Halal availability;  WOM – word of mouth influence; R- religiosity commitment; 
HAW- Halal awareness; ITP – Intention to purchase halal packaged food products
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4.6 Regression Analysis  
 
Regression analysis was conducted to test the hypothesized relationships.  For the 
purposed of reporting, this study report the general analysis on relationship between 
independent variables and dependent variable and report of the analysis by country. 
 
Table 18 summarized the general result of all the hypothesized relationships.  Based on 
Table 18, only four (H1, H2, H6 and H9) out of nine hypotheses were supported.  The 
result suggests that halal logo (β=.201, p<.01), halal ingredients (β=.350, p<.01), halal 
availability (β=.073, p<.01) and halal awareness (β=.373, p<.01) statistically significant 
in influencing purchase intention of halal packaged food products. Halal awareness has 
the strongest effect on intention to purchase.  Overall, the variance explained by the 
predictors is 85.9%.  Halal branding, perceived halal value, accessibility, WOM and 
religiosity commitment statistically insignificant.   
    
Table 18 
General Result of Regression Analysis of Marketing Practices on Intention to Purchase  
 
 Dependent Variable 
Intention to Purchase 
 
Independent Variables: 
   H1: Halal logo 
   H2: Halal ingredients 
   H3: Halal branding 
   H4: Halal perceived value 
   H5: Halal accessibility 
   H6: Halal availability 
   H7: WOM influence 
   H8: Religiosity commitment 





















*p < .05, **p < .01 
 
 
Table 19 summarized the result of all the hypothesized relationships for Malaysia 
sample.  Based on Table 19, only four (H2, H5, H8 and H9) out of nine hypotheses 
were supported.  The result suggests that halal ingredients (β=.320, p<.01), halal 
accessibility (β=.228, p<.01), religiosity commitment (β=.184, p<.01) and halal 
awareness (β=.300, p<.01) statistically significant in influencing purchase intention of 
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halal packaged food products.  Halal ingredients has the strongest effect on intention to 
purchase.  Overall, the variance explained by the predictors is 92.2%.  Halal logo, halal 
branding, perceived halal value, halal availability, and WOM influence statistically 




Result of Regression Analysis of Marketing Practices on Intention to Purchase for Malaysia Data Set 
 
 Dependent Variable 
Intention to Purchase 
 
Independent Variables: 
   H1: Halal logo 
   H2: Halal ingredients 
   H3: Halal branding 
   H4: Halal perceived value 
   H5: Halal accessibility 
   H6: Halal availability 
   H7: WOM influence 
   H8: Religiosity commitment 




















*p < .05, **p < .01 
 
 
Table 20 summarized the result of all the hypothesized relationships for Thailand 
sample.  Based on Table 20, only two (H2-halal branding and H8-religiosity) found 
statistically insignificant.  Halal logo (β=.268, p<.01), halal ingredients (β=.226, 
p<.01), halal perceived value (β=.085, p<.01), halal accessibility (β=-.079, p<.01), halal 
availability (β=.148, p<.01), WOM influence (β=.114, p<.01) and halal awareness 
(β=.236, p<.01) statistically significant in influencing purchase intention of halal 
packaged food products.  Halal logo has a strongest influence on intention to purchase.  
Overall, the variance explained by the predictors is 81.2%.  Halal logo, halal branding, 













Result of Regression Analysis of Marketing Practices on Intention to Purchase for Thailand Data Set  
 
 Dependent Variable 
Intention to Purchase 
 
Independent Variables: 
   H1: Halal logo 
   H2: Halal ingredients 
   H3: Halal branding 
   H4: Halal perceived value 
   H5: Halal accessibility 
   H6: Halal availability 
   H7: WOM influence 
   H8: Religiosity commitment 
























Summary of result  
Hypotheses Result/Decision 
Malaysia Thailand 
H1: Halal logo Not supported Supported 
H2: Halal ingredients Supported Supported 
H3: Halal branding Not supported Not supported 
H4: Halal perceived value Not supported Supported 
H5: Halal accessibility Supported Supported 
H6: Halal availability Not supported Supported 
H7: WOM influence Not supported Supported 
H8: Religiosity commitment Supported Not supported 








4.7 Chapter Summary 
This chapter presents the findings of the study.  Prior to testing of hypothesis few 
preliminary test such as missing value check, factor analysis and correlation test were 
conducted.  Out of nine hypotheses, only H2, H5, H8 and H9 were significant for 
Malaysia context while for Thailand context more hypotheses were significant i.e. H1, 






DISCUSSION AND CONCLUSION 
5.0 Introduction to Chapter 
This final chapter starts with recaps of the major findings of the study on hypothesized 
relationships.  It is follows with the discussion of the findings based on Malaysia and 
Thailand sample, research implication, limitation of the study and future direction of 
the study.  Recommendation and conclusion also presented at the end of the chapter. 
 
5.1 Recaptulization of the Findings  
This study aims to investigate the relationship between marketing strategy stimuli (halal 
logo, halal branding, halal perceived value, halal accessibility, halal availability) and 
personal and interpersonal stimuli (WOM influence, religiosity commitment and halal 
awareness) on intention to purchase halal packaged food products among consumers in 
northern region of Malaysia and southern region of Thailand.   
General finding suggests that halal logo, halal ingredients, halal availability and halal 
awareness have a significant relationship on intention to purchase halal packaged foods 
products.  In details, halal ingredients, halal accessibility, religiosity commitment and 
halal awareness found to be significant in explaining Malaysian consumers toward 
intention to purchase halal packaged food products, while all the predictors except halal 
branding and religiosity commitment stimulate intention to purchase halal packaged 
food products for Thailand consumers.   
 
5.2 Discussion of the findings 
The discussion of the findings is separate by the country to enhance the deeper 






5.2.1 Intention to Purchase Halal Packaged Food Products in Malaysia 
Only four out of nine predictors have a significant relationship on intention to purchase 
halal packaged food products, namely, halal ingredients, halal accessibility, religios ity 
commitment and halal awareness .  The findings of the study is concurs and supporte d 
from the past literature (such as Abdul Aziz & Chok, 2013; Hajipour et al., 2015; 
Henderson, 2016).   Malaysia is known as a Muslim dominant country whereby 
Muslims were about the half of the total population.   Hence, as a Muslim country, halal 
product in Malaysia easily available throughout the country.  Food operators either from 
Muslim or non-Muslim are well aware about the crucial need to prepare and produce 
halal product especially for Muslim consumers.  It is quite typical in Malaysia whereby 
Muslim operator do not apply for halal logo for their product and Muslim consumers 
also would not doubt using the product.  When the manufacturer is from non-Muslim, 
then halal logo becomes critical.  Thus, the result seem supported that halal logo 
statistically not significant.   
 
Halal and haram is perceived as a serious matter especially when it relates to food.  
Consumer may perceived unfamiliar ingredients to create suspicious towards halalness.  
For Muslim, suspicious relates to ‘shubhah’ which advice to be avoid by all Muslim.   
Thus, Malaysian found that halal ingredients is crucial and will significantly influence 
their purchase intention of halal packaged food product.  Moreover, halal also associate 
with cleanliness and wholesomeness thus perceived as important for Malaysian.  
Importantly, in Malaysia, there is an issues of false claimed made by the manufacturer 
using a halal logo but do not comply with halal ingredients.  Besides halal logo, 
consumers may perceived halal ingredients would be rather important.   
 
Halal branding relates to how consumer evaluate Islamic brand element such as 
packaging, familiarity of the brand and confidence.  The finding indicates an 
insignificant relationship thus inconsistent with the previous findings of Ali et al. (2018) 
and Abdul Aziz and Chok (2013) and consistent with Jafari et al. (2012) and Hussin et 
al. (2013)’s findings.    The plausible reason is because Malaysia as a multiracial 
country, consist of Muslim and non-Muslim whereby both compliment to each another 
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to manufacture foods.  In Malaysia there is Islamic-related brand and general brand 
names produced by Muslim and non-Muslim.  Muslim may also use non-Muslim 
produce using a general brand names as well as Islamic branding.  Thus, halal branding 
could not be a major influencer why consumer purchase halal products.   
 
Halal perceived value put forward in this study to assess whether consumer found it is 
worth of money for what they looking for especially pertaining halal products.  Halal 
product especially halal-certified, typically perceived as a bit expensive (Demirel & 
Yasarsoy, 2017) compared to non-rated halal compliance product.  The finding 
indicates the insignificant relationship of halal perceived value on halal purchase 
intention.  Thus, the findings inconsistent with the findings of Jamal and Sharifuddin 
(2015), Nurhasanah and Hariyani (2017) and Rodrigo and Turnbull (2019).  In this 
study, respondents were asked questions pertaining the cost, quality and expectation.  
Consumer may perceived it as high value but not necessarily affect their purchase 
intention.  In this sample, about 30% of the respondents earned between RM1001 to 
RM2000, whereby 90% of them were Muslim, thus, perceived value may be not an 
important factor for them in considering halal product.  As a Muslim, either the goods 
is pricy or vice versa, the halal is the priority.       
 
Accessibility and availability have a significant roles in enhancing halal awareness and 
subsequently halal purchase intention.  In this study, only accessibility found significant 
thus consistent with the findings of Hajipour et al. (2015).  Accessibility refers to ease 
of accessibility of halal product to potential consumers.  As most of the respondents 
from Malaysia is Muslim, thus accessibility found relevant.  This is because in Islam 
practices, looking for halalness is a priority for Muslim.  Based on this study, it is found 
that respondents are willing to prioritize on halal packaged food product and took extra 
effort in obtaining halal product.  It is also stated that, a lot of choice for halal packaged 
food product easily available in Malaysia thus influenced their purchase intention.  
Availability which relates to halal merchandise assortment statistically insignificant.   
Consumer in Malaysia perceived that variety option of the halal packaged food product 
not so influential in stimulating halal purchase behavior.   
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This study also attempts to examine the effect of personal and interpersonal influences.  
Personal factor such as halal awareness found to be statistically significant in explaining 
consumer purchase intention on halal packaged food products.  In this study halal 
awareness relates to how consumers are well informed, have a special interest and 
experience towards halal packaged food products.  Respondents were asked their 
awareness towards halalness, cleanliness and wholesomeness of the halal packaged 
food products.  Besides they also being asked on their awareness of halal product 
produced by non-Muslim producers.  As majority of the sample for Malaysia is Muslim 
(69.2%), thus the result is not surprising.  As a Muslim, halal is a must for them thus 
explaining the significant of the relationship.  The findings is supported by the previous 
findings such as Syukur and Nimsai (2018), Azam (2016) and Abdul Aziz and Chok 
(2013).   
 
Another personal factor being tested in this study is religiosity commitment.  For 
Muslim country such as Malaysia, it is evident that the higher the religios ity 
commitment, the higher purchase intention toward halal packaged food product.  The 
finding concurs with the previous findings of Flamboyant et al. (2017) and Syukur and 
Nimsai (2018).  In this study, it is found that respondents who are spent much time for 
their religion and using their religion belief as a guidance and approach to life will have 
higher probability to engage in halal purchase intention.  As expected, people with high 
in religiosity commitment would consider what is permitted and lawfull in Islam and 
also would consider those product that are clean and wholesome.   
 
Contrary to expectation, word of mouth influence (WOM), statistically found not 
significantly affect purchase intention of halal packaged food products among 
Malaysian consumers. In this study, influence of others (interpersonal) such as 
recommendation, good words pertaining halal product fail to influence one’s intention 
to purchase halal packaged food product.  This study inconsistent with the findings of 
Pool and Najafabadi (2015).  A plausible reason for such findings is perhaps halal is a 
personal matters.  Halal is one’s responsibility as highlighted in Al Quran.  “O people! 
Eat of what is lawful and good on the earth, and do not follow Satan’s footsteps.  He is 
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to you an open enemy” (Baqarah: 168).  As majority of the Malaysian respondents were 
Muslim, thus the finding is justified.    
 
5.2.2 Intention to Purchase Halal Packaged Food Products in Thailand 
Similar finding of significant relationship is also observed for Thailand consumers.  
Halal ingredients, halal accessibility and halal awareness found to statistically have a 
significant relationship on purchase intention of halal packaged food products among 
Thailand consumers.  Besides, halal logo, halal perceived value, halal availability and 
WOM influence also statistically significant for Thailand sample.  The above findings 
is supported by past studies such as Abdul Aziz and Chok (2013), Awan et al. (2015), 
Hajipour et al. (2015) and Syukur and Nimsai (2018). 
 
Halal logo is crucial for customer to evaluate product before purchase.  Magnier et al. 
(2016) indicate that based on the cue utilization theory, consumer may depends on 
packaging to form perceived quality of the product.  In this case, based on the Thailand 
sample, beside ingredients, consumers may evaluate halal logo before make a purchase.  
As a non-Muslim dominant country, halal logo is perceived as an important factor for 
Muslim consumers especially to identify the “halalness” of the product.  This is 
because, non-Muslim manufacturers relatively larger than Muslim manufacturers in 
Thailand as compared to Malaysia.  Hence, the findings is justified.  
 
Interestingly, halal perceived value found significant in Thailand context.  This is 
consistent with the findings of Jamal and Sharifuddin (2015), Nurhasanah and Hariyani 
(2017) and Rodrigo and Turnbull (2019).  Halal perceived value is this study relates to 
how halal packaged food product is perceived as cost-effective, good in quality, meet 
need and expectation and fair price.  Based on the findings, Thailand consumers 
perceived that halal packaged food offer high perceived value thus significant ly 
influence their intention to purchase.  Majority of the respondents from Thailand were 
students and earned below THB10,000.  Hence, they would really appreciate the money 
they spent.  Besides, in non-Muslim country, Muslim consumers also would appreciate 
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the halal product more due to the limited accessibility and availability of the product in 
the country. Hence, the findings is justified. 
 
Similar to Malaysia, halal branding found insignificantly affect intention to purchase 
halal packaged food product in Thailand.  Thailand consumers do not put a major 
emphasis on the brand when considering the halal product.  This is because, similar to 
Malaysia, halal products were produced by Muslim and no-Muslim manufacturers.  
Hence, halal branding that employed Islamic branding attributes or elements such as 
‘figure of mosque’, Islamic names do not play a significant roles for purchase intention 
of halal packaged food products.  Most of the brand using the manufacturer’s brand 
name such as MAMEE, CP and MAMA.  
 
Based on the Thailand sample, both availability and accessibility found statistically 
significant in influencing purchase intention of halal packaged food products.  This is 
consistent with the past literature that availability and accessibility with induce trial and 
consumption of halal product (Malik et al., 2013).  In Thailand, consumer perceived 
that halal product should be easily accessible and option and variety for halal packaged 
food products must be presented to induce their purchase intention.  This is hold true 
for non-Muslim dominant country such as Thailand, whereby access towards halal 
product relatively limited as compared to Malaysia.  The depth and length of the product 
choices also may be limited to certain location.  As a result, this factors had a significant 
influence of purchase intention of halal packaged food products in Thailand. 
 
Halal awareness statistically significant in influencing halal packaged food products in 
Thailand.  This is consistent with the findings in Malaysia.  The findings indicate that 
the higher the halal awareness, the higher purchase intention towards halal packaged 
food products.  Thus, the findings consistent with the findings of Bashir (2019), Bashir 
et al. (2019), Basri and Kurniawati (2019), Devi and Firmansyah (2019), Setiawati et 
al. (2019) and Haque et al. (2019).   Despite Thailand as non-Muslim dominant country, 
the government had a continuous support in meeting halal demand worldwide by 
emphasizing the halal practices among the producers and manufacturers.  Hence, 
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Thailand consumers had adequate knowledge pertaining halal product thus lead to their 
intention to purchase halal product.   
 
For Thailand sample, relationship between religiosity commitment and intention to 
purchase halal packaged food products was insignificant.  In general, consumers’ 
commitment toward religion statistically failed to show a significant influence toward 
halal purchase intention.  In this study, religiosity commitment refers to the degree to 
which a person adheres to his or her religious values, beliefs, and practices and uses 
them in daily living.  Halal is typically relevant for Muslim.  As this study comprise d 
of almost half of non-Muslim respondents, hence, halal might not perceived as 
important to them and be a part of their daily lifestyle.   
Interestingly, WOM influence significantly affect halal purchase intention of packaged 
food products among Thailand consumers.  This is consistent with the findings of Pool 
and Najafabadi (2015).  The plausible explanation for such findings is due to the nature 
of the sample and context of the study.  Non-Muslim consumers especially may seek 
for an opinion from Muslim pertaining halal consumption.  Besides, as a non-Muslim 
dominant country with limited access and availability for halal product, family and 
friends’ recommendation rather important to influence their decision towards halal 
product.  Thus, the result is supported.        
      
5.3 Research Implication 
This study contributes to both theoretical and practical implication.  The following 
section discuss contribution of this study. 
 
5.3.1 Theoretical Contribution  
Firstly, this study contributes to extend the boundary of knowledge on how Muslim 
dominant country consumers and non Muslim-dominant country react to marketing 
stimuli towards halal packaged food products.  This study add to existing halal literature 
by comparing the findings between the two countries and integrating all the marketing 
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stimuli and personal and interpersonal stimuli in one model.  The findings add the new 
knowledge in understanding consumers’ intention to purchase halal packaged food 
product.   
 
Secondly, the findings bridge the gaps on several inconsistent findings from the past 
literature.  In general, halal logo, halal ingredients, halal availability and halal 
awareness have a significant relationship on intention to purchase halal packaged foods 
products. 
 
Thirdly, the findings of the study indicate that the predictors for halal purchase intention 
is country-specific.  In short, halal ingredients, halal accessibility, religios ity 
commitment and halal awareness found to be significant in explaining Malaysian 
consumers toward intention to purchase halal packaged food products, while all the 
predictors except halal branding and religiosity commitment stimulate intention to 
purchase halal packaged food products for Thailand consumers.    For Muslim-
dominant country, personal factors (awareness and religiosity) more influential 
whereby for non Muslim-dominant country such as Thailand more product element 
(such as logo, ingredients, value) is considered in buying halal products. 
           
5.3.2 Practical Contribution 
Firstly, the findings indicate three major themes pertaining the influence of halal 
packaged food products; product related stimuli (halal logo and ingredients), supply 
chain aspect (accessibility and availability) and personal factors (WOM influence, 
awareness and religiosity commitment.  However, the stimulus is country-specific.  The 
finding helps manufacturer and supplier to effectively strategize their marketing 
activities. 
 
Secondly, manufacturers and suppliers in Malaysia should highlight more on 
‘halalness’ of ingredients used in their product instead of halal logo.  For Thailand 
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market, halal logo and halal ingredients are equally important in stimulating consumer’s 
purchase intention.  Thus, halal packaged food operators in Thailand need to invest 
adequately on halal logo certification and halal ingredients.   
 
Thirdly, halal packaged food product also need to be priced accordingly that meet the 
perceived cost and quality as perceived by the consumers.  Pricy halal product would 
be perceived as unfair and costly for consumers to consume halal product.  Besides, 
halal manufacturers and operators should continuously improve their product quality.  
This to ensure halal product to meet consumer expectation especially for Thailand 
consumers. 
 
Fourthly, based on the findings, in order to encourage and dominate the market share, 
halal food operators should push the product to the market accordingly to enhance 
availability and accessibility.  Consumers in Malaysia expect easy access (nationwide 
distribution, low effort to purchase halal) for halal packaged food products, whereby 
consumers in Thailand prefer availability (such as innovation, choice variation).  
Hence, halal food operators need to consider extensive distribution to enhance product 
accessibility and product development strategy to improve product availability.   
 
Lastly, personal aspect also play a significant influence on intention to purchase halal 
packaged food products.  For Malaysian consumers, halal awareness and religios ity 
commitment were important whereby for Thailand consumers, WOM and halal 
awareness perceived as more influential.  Hence, in Malaysia halal food operators need 
to be more concerns and cautious in producing halal related product.  Marketers in 
Malaysia could benefit the religiosity commitment shown by the consumers because 
Malaysian consumer would adopt ‘halal’ as a daily practices and a way of life.  Hence, 
halal product could easily accepted in Malaysia and secured a growing market share. 
Thailand consumers agreed that halal awareness would influence their purchase 
intention.  Halal awareness also could derived from WOM influence.  However, WOM 
would be in positive and negative referral.  Negative referral would tarnish halal brand 
and affect overall halal market share.  Hence, halal food operators in Thailand need to 
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ensure their halal product at the highest performance to promote positive referral.  
Again, it is associate with halal perceived value offered by the halal product.  The higher 
the value perceived by the consumers, the higher their tendency for them to engage in 
positive word of mouth and subsequently intention to purchase halal packaged food 
product. 
 
5.4 Limitation and Future Research 
This study limit in term of sampling procedure namely, convenience sampling.  
However, based on previous literature, it is common to use convenience sampling 
procedure in consumer market studies.  Future study should consider more precise 
sampling techniques such as random sampling to increase the generalizability of the 
findings. 
 
In this study, halal branding was found the only predictor that not significantly affect 
both Malaysia and Thailand consumers’ intention to purchase halal packaged food 
products.  Further study required to examine halal branding effect on halal 
consumption.  This is because brand is rather important to reflect product identity and 
reputation.  Future study should focus on branding perspective to understand halal 
brand equity among Muslim and non-Muslim consumers. 
 
5.5 Conclusion  
In conclusion, this study able to achieve several research questions and objectives 
pertaining proposed relationship.  In general, product related elements (halal logo, halal 
ingredients) were significant in explaining purchase intention of halal packaged food 
products.  Only brand elements statistically insignificant.  Halal perceived value also 
significant especially for those consumers who are not directly related to compliance of 
halal consumption (i.e. non-Muslims).  In order to encourage non-Muslim consumers 
for halal product, the halal product itself should be perceived as cost effective, high in 
quality and meet consumers’ expectation.  Based on the literature, high perceived value 
formed by the consumers may also justify why they engaged in positive WOM which 
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also significantly affect halal purchase intention.  In term of supply chain and 
distribution of halal products, consumers perceived that element of halal accessibility 
and halal availability were apparently crucial for halal consumption.  Thus, halal 
manufacturers and operators should focus on extensive distribution and halal product 
development strategies such as innovation, new product and product extension.  
Besides, literature also indicate that accessibility, availability and WOM also could 
justify halal awareness among consumers.  In this study, it is confirmed that religios ity 
commitment especially among Muslim-dominant country such as Malaysia plays a 
significant role in stimulating halal purchase intention.  This is hold true whereby, Islam 
is way of life and ‘halal’ is crucial for all Muslim and consistent with their daily life 
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